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personality of the winner carries a lot of weight, as is the case of motorbike 
and motor car racing 
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Deontology and ethics of 
the practice of 
photojournalism 
PEPEBAEZA 
This work tackles the photographer's ethical responsibility and care when 
controlling his own material. 
There have been cases, such as in the student rebcllion in Tiananmen square 
in China, in which the police were able to identify the demonstrators by 
means of photos which appeared in the world press. 
The author dcals with the practice of photojournalism from three angles: 
1st: The relationship between the photographer and the communicative 
framework, to wit the Media. The collective of joumalists should include all 
areas: writers, photographers, documentarist. 
2nd: The relationship of press photography with the photographed reality; in 
this regard, photography is a veritable mark of reality. 
3rd: The relation ship with the reader. The photographer can be an 
immutable witness who is not involved in the reality or he may be a 
committed professional who gi ves priority to reflection on this reality. 
According to the postulates of Cartier Bresson and Eugene Smith, the 
photographer should be a "shadow" with a level as close as possible to "zero 
influence" in the reality in question. Events and people's reactions should 
not be altered at all by the presence of the photographer. 
Both Cartier Bresson and Eugene Smith have produced some of the most 
beautiful photos. One corresponds to the type of photographer who goes 
unnoticed and relies on his sharpness of perspective and his intuition. The 
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other, noisier, might repeat a shot up to twenty times unti! he believes he has 
obtained the necessary meaning. The author would like the photograph to 
retain its excitement, liveliness and authenticity in a world which is 
becoming more and more technicalized. 
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Press agencies, 
between virtue and 
necessity 
ANDREU CLARET 
This article analyses the "acceptable" level of credibility enjoyed by the 
news issued by press agencies. Agency journalism -according to the author -
up unti! now has not generated the same volume of criticism or social 
mistrust that other media ha ve. 
The credit enjoyed by agencies is the result of their nature and the fact that 
they act as "information Wholesalers". By having clients of a wide variety of 
tendencies they are "condemned to impartiality", albeit more as a result of 
economic necessity rather than virtue. 
Four example, the agency complies with the duty of rectification marked by 
the Deontological Code of Catalan Joumalists. For the agency, rectification 
is a "market imperative". Rectification must take place immediately, before 
the mistake is printed. Otherwise legal and even economic Jiabilities may be 
brought to bear u pon the agency. 
Another affinity between the Deontological Code and agencies is the clear 
distinction between facts and opinions (first point in the Deontological 
Code). For agencies, facts are sacred. Even the "news analysis" based on the 
opinons o f others ne ver introduces the writer or the editor' s criteri on. 
Nevertheless, all of this does not mean that agency journalism is alien to the 
deontological problems that affect the sector. An agency news office can be 
a place be a place where "manipulation" occurs constantly: from the 
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